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Whereas the Parliament of India has set out to provide a practical regime of right to 
information for citizens to secure access to information under the control of public authorities, 
in order to promote transparency and accountability in the working of every public authority, 
and whereas the attached publication of the Bureau of Indian Standards is of particular interest 
to the public, particularly disadvantaged communities and those engaged in the pursuit of 
education and knowledge, the attached public safety standard is made available to promote the 
timely dissemination of this information in an accurate manner to the public. 
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NATIONAL FOREWOF^D 

Tt;,^ Irvjian Standard wmch is identical with IS01EC Guide 14 : 2003 'Purctiase .•■•'/.iinatio'' c. goods and 
services :ntendea for consumers' issued by trie International Organization for Staftdardization (ISO) and 
Infernationai Eiectrotecrimcal Commission (lEC) jOintiy was adopted by tfie Bureau of Indian Standards on 
the recommendation of the National Mirror Ccmmittee of COPOLCO and approval of the Director General. 
Bureau of Indian Standards under Rule 8(3)C of BIS flutes. 1 987. 

The text of ISOIEC Stanrdard has been approved as suitable for publication as an Indian Standard without 
deviations Certain conventions are, however, not identical to those used in Indian Standards. Attention is 
particularly drawn to the following: 

a- VVnerever the words 'International Standard' appear referring to this standard, they should be read as 
Indian Standard'. 

D) Comma i .,! has been used as a decimal marker in the International Standard while in Indian Standards, 
the current practice is to use a point (.) as the decimal marker. 
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Indian Standard 

PURCHASE INFORMATION ON GOODS AND 
SERVICES INTENDED FOR CONSUMERS 



1 Scope 

This Guide is applicable to the provision of information concerning products and services before purchase it 
outlines general principles and recommendations for contents, methods, formats and design such that the 
information will enable consumers to compare and choose products or services Furthermore, the Guide 
recommends general rules for the creation and implementation of purchase information systems and 
purchase information bodies. 

It is addressed to the following; 

— committees preparing standards for consumer products or services, 

— product designers, manufacturers, technical writers or others engaged in the work of drafting such 
information, and, in particular, those who are members of purchase information bodies. 

— other bodies such as enforcement agencies or consumer ombudsmen 

This Guide does not deal with conformity assessment or instructions for use It does not give d(>taik.'c 
guidance on information that is provided verbally or electronically 

2 Terms and definitions 

For the purposes of this document, the following terms and definitions apply 

2.1 
product 

manufactured article intended for a customer 

2.2 

service 

result of activities between a supplier and a client, and the internal activities earned out by the supplier to mee! 
the requirements of the client 

2.3 

purchase information 

information which will allow informed choice before the purchase of a product or a service 

2.4 
marking 

symbols, pictograms. wamings, logos or inscnptions on tfie product to identify Its type, w^ich may also include 
short textual messages 

2.5 

purchase information system 

§ system designed to inform consumers about products or services 

? 
ffi 
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2.8 

purchase information schema 

rules or other formai arangement tr. a purchase information system 

2.7 

purchase information body 

duly constituted organization responsible for the surveillance and management of a purchase information 
system according to the rules of that system 

2.8 

instructions for use 

information provided by the producer of a product or service to the user, containing all the necessary 
provisions to convey the actions to be performed for the safe and efficient use of the product or service 

2.9 

label 

item, attached to a product, which displays Information related to one or more characteristic(s) of the product 

2.10 

information material 

material produced in order to convey information to prospective purchasers of a product or service 

2.11 
harm 

physical injury or damage to the health of people or damage to property or the environment 

[ISO/IEC Guide 51:1999] 

2.12 
hazard 

potential source of harm 

NOTE The term hazard can be qualified in order to define its origin or the nature of the expected harm (e.g. electric 

shock hazard, crushing hazard, cutting hazard, toxic hazard, fire hazard, drowning hazard). 

IISO/IEC Guide 51 1999J 

2.13 
risk 

combination of the probability of occun'ence of harm and the severity of that harm 

{ISO/IEC Guide 51 ;1999J 

2.14 
residual risk 

risk remaining after protective measures have been tal<en 

215 

protective measure 

means used to reduce nsk 

L^^^^Sf , . ^:^) ^e<^"Ction by inherent safety, protective devices, personal instructions (such as informatkjn for use 

acKl instailation) and training * 

2.16 

supplier 

person or organization supplying a product or providing a service 
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3 Principles for conveying information 

3.1 General 

This Guide provides only a brief description of the three most oommonty used methods of conveying 
information to consumers at the time of purchase: by written or printed means, electronic means and verbal 
means. However a numt}er of common principles apply to all methods of communicating information.as 
follows; 

— information should be simple, accurate, up to date and understandable; 

— the purchaser should, at all times, be given information in a language that he/she urvterstands; 

— product-Zservice-specific terminology should be explained; 

— use of terminology and language should be unambiguous; 

— pictures, diagrams, symbols, scales and tables can be effective means for conveying consumer 
information, but their message should be unambiguous (see 5.3); 

— consumer information should be cleariy distinguishable from that interxled to promote the product 

Depending on the product characteristics, consumer information may be on ttw product itself, on packaging, in 
accompanying material, or in any combination of these forms. 

For consumers who require more information about a particular product or service twfore makirrg a decision to 
purchase or enter into a contract, the means to obtain it should be made dear. 

3.2 Written and printed information 

The use of typographies and colours can be an effective means of distir)guishir>g consumer information from 
promotional material. Lettering should t>e in a size that can t>e easily read at the time of purchase and as 
specified in the appropriate national or International Standard. 

Existing purchase information schemes often combine two methods of conveying information: first, attaching 
to the product a condensed statement which deals with a numt)er of fundamental points; and secondly 
accompanying the product with more wide-ranging information in catalogues, leaflets or other information 
material Complete consumer information depends on the ability of consumers to receive and use txjth types 
of information Each part should therefore be meaningful in its own nght and stKXjId also be capable of 
correlation with the other. 

The location, nature and content of the available consumer information should be clearly referred to on the 
first page of any document accompanying the product or service If relevant, a picture of the product should be 
available. 

Specific information on complaints and redress should be incorporated into any purchase contract There 
should also be information on what regulation, if any, provides the guwance for compJainls and redress 

3.3 Electronic information 

When using electronic information for purchase, information should be on the first page 

Particular attention should be given to the provision of on-line information on products and ser/ices This 
method of conveying information offers purchasers easy access to extensive amounts of data ii may mciude 
interactive purchaser information, as well as combinations of purchaser information and methods of eiecironic 
payment. An efficient and advanced use of the medium is purchase information provided in the form of 
checklists used as guidance documents by clients and consultants. 
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3.4 V«flMii information 

Vertal mformatKxi is m principle, a medium used to support the relauonship between those who sell and 
those who purchase products and sen/ices It provides the means for consumers to obtain an increased 
ufxierstanding of what is available to be purchased If informatKxi is to be provided verbally, it should be given 
in a tanguage understandabte to the purchaser, and in a manner that respects the consumers pnvacy 

Checkl«ts of the type of information to be provided during verbal exchanges of information can prove of value 
to both parties 

4 Prtncipl«s for provision of purchase information 

4.1 General 

Obfective information should t>e readily available before a decision is taken to make a purchase or to enter a 
contract tt shoukJ be understandable to the consumer It should enable the consumer to assess the complete 
product or service m relation to his/her individual needs^ 

Information concerning the manufacturer/supplier of the p)roduct or service is essential for purchasers who 
may later wish to trace its ongtns in order to seek further information, assistance or redress. 

The degree of interest shown by potential purchasers will vary, and it may on occasion tie useful for purchase 
information systems to encourage the provision of information on twtflevels 

The first level of information is intended for those seeking a minimum amount of data on the key 
characteristics of the product or service It has the minimum contents set out t>elow The second level is for 
those wishing lo (<now more details concerning, for example, technical matters such as minimum contents 
{covered by first level) specific function, or limitations of the service or product 

4.2 Minimum contents 

NormaWy the minimum contents of purchase information should characterize the essential features of the 
product or service It shouW be provided tn the official language(s) of the country in which the product or 
service is offered for sale 

It shouW include the foltowing, where relevant: 

- Klentiftcafion of 9^ product or service, 

- country or countrws where the product was manufactured or assembled. 

- name and fu* adtfress of the manufacturer or supplier. 
'-- conditions and any limitations for use. 

essential pwtormwice charactenstics. 

product characteristics such as contents, perfonmance, raw mat^ials or size; 

- m*nten»Ke and clearwig mformatwri. 

- - infc»Tna?K)n rt&out sp»» or replacement parts and how to otrtavt them. 

- mformatK^ atoiA additional p»ts that are available for certawi environments, eg guard devices. 
~~ safety concerns rtvAjdmg kncmn nsks and ha2ard5. 
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— warranties and guarantees. 

— complaints-handling proc©dufe(s). 

— residual nsk; 

— need for special (professional) instalatton; 

— total pnce of the product. inciudir>g any addrtKXial costs such as penodic tees, service costs, sutwkcnptions 
connection costs, tax; 

— consumption of resources, eg erwrgy required for use. 

— environmental issues (see lEC Guide 109 wid ISO Gwde 64) 

4.3 Presentation 

Purchase Information should be 

— comprehensive. 

— relevant to the particular product or service. 

— accurate, up to date ar>d verifiable vi accordance with obfective data wid normative requirefrvents. 

— dearly separate from advertising and pnxnobonrt matarM. ar>d 

— of minimum content which is comprehensive, and categohfed mto what it more/lest important. 
Appropriate supplementary guidar>c« literature shoi4d be referenced 

Purchase information should not be 

— confusing or decef^ive. or 

— misleading 

4.4 Contracts 

In the case of formtf contracts. aH corxMions inckKXng IhOM for entenr^ or cartelling a contact should btf 
stated, and reference made to relevant national ctxisumer proMction legislation or regutatton* 

This is particutarty wnportant if a cons(m>er seeics redress or if contract cxnceMtons entail additional cottt 
arxl/or finanaal loss 

4.5 ObjectivHy of data 

For the purpose of comparison, the provtston at information should, w^tere it exists, be tuised on stand»^t;ed 
tcHTTis. ot^ective data, normative documents, or on crther commonly accepted agreements or pracbces Those 
attemativety used agreements or practice s should be accasslale to al interested parties and should allow a 
reproducible check of the performance dhmrader^KS Data on performance charactensticB shoi^ thus be 
allowed comparison 

4.6 Use of refortnces to standards or lei^slaCion 

It Is recommended that whenever information of a technical nature relating to the charactensta» of a praducX 
is made known to the public, the definition of these charactertsttcs and th» me9x>d of ver#ying the mforma^on 
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should be based as far as possible on International Standards (ISO or lEC). If such standards are not 
available, national standards should be used. The only exception may be where official national or regional 
legislation or regulations appty. 

Conformity to the relevant standard{s) should be presented in a way that allows the consumer to identify 
which characteristics of the product or service conform to the standard(s). The process of selecting and 
grouping together consumer-relevant characteristics and the underlying criteria can best be undertaken by a 
standards committee or another legal or private body representing all interested parties, such as a purchase 
information body (see Annex B). 

5 Formats and design principles 

5.1 General 

Any measure taken to increase the recognition by the consumer of purchase information is helpful. 
Consumers' klentification with, and confidence in, purchase information increases as a result of familiarity with 
common formats and design principles. 

ISO/IEC Guide 37 provides additkxial guidance regarding principles and recommendatkms on the design and 
formulation of information for consumers. 

5.2 Fundamental principles 

For the purpose of easy perceptkxi. recognition and comparison, the provision of purchase information should 
remove or minimize consumer confusion. With respect to the essential characteristKS of a product or service, 
the information shoukj conform to the following recommendations. 

— It shoukj be provided by a variety of means, at different times, or at different levels of complexity or detail. 

— It shouM be given in plain and commonly understood wordirig. If there are requirements or other 
regulatk>ns dealing with the provision of informatkxi in detaH, they should be met. Data shoukj be given in 
internationally startdardized (SI) units and on a common basis (preferably International Standards) and 
referenced Ir^ividual data shoukl be shown in relatkxi to the ruling market data, for example by giving an 
individual performance figure in relatkxi to a range of other products or services. 

— It shoukj present complex technk:ai. or service-related, informatkxi by means of a classification or rating 
system, or some other means of comt>ining a number of single performance data in a simple manner. 

— It shoukl present a sinsHe product whfch forms part of a distinct product group or product 'famil/ as part 
erf that product group or ser^ce (rf whk:h it is a member. 

5.3 Use of diagrams, symbols and pictograms. scales and taMes 

Pictoriiri forms can be an important means of presentkig informatkxi. They include 

— graphical presentatiorw, sudi as overviews created by potting data into tables, which are a helpful means 
trf making a product or servk* more transparent, »id 

— diagrams, td>tes or graphs which relate the actual vakje of an indivkiual performance characteristic to the 
market-relevant range of performmces. 

A single product or servk* whk*» forms pwt of a ctosefy related homogeneous group of products or sendees 
stKjukl be presented m the context of the group in order to make optkwis and ^ematives evklent. 

Where symbots wwJ pictograms are used, they shouW have been objectively tested and independently shown 
to be understand^Jte by prospadive purchasers. Grafit^cat symbote shoukl conform to reco^ized standards. 
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for example ISO 7000. ISO 7001 or IEC60417 In addition, symbols, pictograms and makings should be 
explained in the instructions for the use of the product Pictograms atone should not be used to conv*»y safety 
warnings Further detailed guidance is given in ISO/IEC Guide 37 

5.4 Language, terminology and understandability 

The formulation of purchase information should be based on easily understood and simple use of the 
language(s) of the country or countries where sale is intended The use of technical terminology should be 
restricted to an absolute minimum 

Consideration should be given to the use of focus testing' on a representative sample of prospective users to 
assure the understandability of user instructions. 

5.5 Recognizability and uniformity 

Attention should be given to the most appropriate location tor the information 

To emphasize warning notices and any other information concerning safety, the use of larger or different 
typeface or other means of increasing conspicuousness is recommended Attention is drawn to 
ISO/IEC Guide 37. 

The typeface and size should be as clear and as large as practicable in order to ensure the greatest possible 
legibility for all potential purchasers, including those with disabilities or special needs 

When colour is used to convey information on safety, its choice should be in accordance with ISO 3864-1 

Uniformity in the appearance, format and sequencing of information content, in particular with regard to 
purchase information, is needed to assist consumer recognition and comprehension 

All information intended to be retained by the purchaser for future use should be in a form that will not 
detenorate in normal use. 

To the extent possible, the material should be photocopy-compatible to ensure that colours copy in black and 
white without loss of essential information 
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Annex A 

(informative) 

From provision of information In general to a coherent system of 

purchase information 



The approach envisaged by this Guide suggests rules for the provision of information in general. The concept 
of purchase information can be developed furttwr to establish a coherent and consistent system of rules for 
information on products and services. The value of an information system incorporating entire product or 
service types is indeed much greater than a correct Ijut isolated single piece of information. 

The creation of such a system (see Annexes B and C) may be based on standards, legal rules, rules set by 
private associations, etc. CohererKe and consistency are key features to be considered. Three levels of action 
have proven to be helpful, as foMows.. 

a) Level I: General principies applicable for aH scfiemes and initiatives. Such horizontal guidelines are to a 
large extent described in this Guide. They may be extended according to future needs. 

b) Level II: More specific principies relating to a certain product group (e.g. furniture) or service type (e.g. 
nisurance services) may be developed by taking into account the general rules in Level I: 

1) definition of suffidentty honnsgeneous groups and subgroups for which a sector-specific approach 
can be estabtehed (see classification in Figure A.1 ); 

2) selection of essential characteristics of a service for primary information: definition of rating systems 
if there are complex matters; 

3) identification of the rteed for rrrare vi-depth information, which may be met in the form of secondary 
viformation; 

4) specification erf standard terms and definitions; methods of determinatkxi and measurement; 

5) agreement on a uniform, adequate means of presenting primary information; 

6) further specifications accortSng to need. 

c) Level Ml: Irrformation schemes on individual products (e.g. beds and mattresses) or services (e.g. private 
NabiMty insuravKe) based on the common rules provided in Level II: 

1) selection of essential performance characteristics for an individual product or service; determination 
of primary and secondary information: 

2) definition of performance characteristk:s; specification of means of measurement; 

3) spedficatwn of ways mxi formats for presentation of vakjes, data, pictograms. etc.; 

4) reference to secondary information if necessary; 

5) further specifications accon^ to need. 
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Annex B 

(informative) 

Purchase information bodies 



A purchase information body is a duly constituted organization responsible for the surveillance and 
management of a purchase information system according to the rules of that system. 

The recommendations in Clause 4 for achieving consumer-friendly purchase information apply equally to the 
context of purchase infomiation systems. Additionally, where bodies are established, the following 
recommendations are given. 

The purchase information body should 

— be self-regulating and have admission and participation criteria, 

— set down the rights and obligations of participants, and the sanctions that will be imposed for incorrect 
use of the purchase information system. 

— establish a complaints procedure, 

— seek to promote Ine availability of purchase and user information, 

— produce and disseminate a written code of conduct for the operation of the purchase information system. 

— make explicit to which part or aspects of the sector or profession the purchase information system applies. 

— identify and clearly define those products or services to which the purchase information system applies, 

— identify those markets to which the purchase information system applies, 

— make the products or services to which the purchase information system applies easily identifiable by the 
prospective purchaser, 

- en.iure that the information provided is capable of quantification or measurement, 

~ lay down a measunng system for every product or sen/ice aspect that is included in the purchase 
information system. 

— decide which product or service characteristics weigh most heavily in the purchase decision before 
determining what information is supplied. 

— determine the method by which the information is communicated, 

— select the types of information that are to be used. 

— devise a means for reviewing and evaluating the performance of the purchase information system, and 

— devise and execute a plan for communicating to customers the nature of the purchase information system 
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Annex C 

(informative) 

Purchase information systems 



C.1 Introduction 

A purchase information system exists where several manufacturers of a product or suppliers of a service have 
the same system for supplying information to purchasers of their product or service 

Purchase information systems are typically designed to overcome the limitations of the purchase information 
produced by an individual company or service provider They have the potential to increase dramatically the 
overall quantity and quality of the available purchase information and to overcome the limitations and 
problems associated with information produced from multiple sources with few if any features in common 
Improved purchase information has the capacity to increase market transparency and to enh.ince the 
prospective purchasers' capacity to compare what is being offered by the suppliers of products and services 

The value of a purchase Information system increases with its proliferation, provided all participants adhere ti> 
the rules of the system The value of purchase information systems per se to consumers will mcre.iso in 
proportion to the amount such systems have in common The ideal situation is one in which all consumer 
information is based on a single, common international purchase information system In the mtMntime itn' 
development of national or regional systems should be regarded as an important evolutionary step tow.iids 
that goal. 

The current range of existing purchase information systems is disparate and includes the following 

— Isolated. Individual product- or service-related systems without any regular or continuous basis. 

— systems developed by, or for, national companies or associations which regulate the continuity uniformity 
and comparability of information for a certain product or service group. 

— systems belonging to national purchase information bodies which are based on voluntary nt Ipgal 
agreements; 

— systems operated by a single multinational company which operates over several tLountnes fo> a ceri.iin 
product or product group: 

— - systems operated by a group of companies for a range of products. 

— systems based on regional legislation or standards concerning certain products or services 

C.2 General rules for purchase information systems 

The recommendations in Clause 4 for achieving consumer-fnendly purchase infcM^mafion apply equally to the 
context of purchase information systems 

The objective of these rules is to establish a purchase information system which 

- enables the consumer to make a reasoned (hoi' e ;jt the IwTie i>l jiutf.h.ise. 

— • IS clear, uncomplicated and designed to minimize the chances of consumer confusion, and 
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— can describe how the product is to be used, recycled and disposed of. and. if applicable, provide 
warnings of risks 

The purchase information system should 

- be developed by either a single enterprise, group of enterprises or professional group, 

— be published and made accessible to all interested parties, 

— indicate the responsibilities of the purchase information body, including its rights, 
^ be easily understood, 

— make use of only those characteristics of the product or service that can be verified by reference to an 
international, regional or national standard or other recognized independent verification system; the 
results of venfication should be easily accessible, and 

— take into consideration, depending upon the laws and regulations in force, the conditions in which users' 
claims may be deemed admissible, together with the procedure for settling both claims and complaints. 

C.3 Specific rules for systems for individual types of products or service 

It IS recommended that such rules include the following. 

— They should define the conditions for issuing and using the consumer information, including the 
procedure for verifying that the information provided corresponds to the true data concerning the product 
or service, and the relevant system of sanctions, such as warnings, suspension or other penalties. 

- They should list those charactenstics of the product or service that are considered to be of special 
importance to the consumer The charactenstics should be stated in such a way that the consumer can 
understand them 

They should specify the relevant methods of test or measurement for such essential characteristics by 
reference to She standards, when they exist If they do not exist, the methods used should correspond to 
generally accepted practice The tests specified should be reproducible and should make it possible to 
check the essential charactenstics over a penod These methods should be acceptable to all interested 
pa'ties 

They should establish in .accordance with the conditions laid down in Clause 4, a terminology and. if 
necessary a defined system of graphical symbols, in conformity with standards where they exist, 
associating the words and symbols used with the results of tests or measurements carried out. 

They should define the format of the information, including its layout and content. The characteristics 
listed in 5 1 and 5 2 should be taken into account, as well as the terminology and system of graphical 
symbols referred to in 5 3 and 5 4 In addition to these items, there may be instructions for use and care 
of the products and. if applicable, an indication of any hazard they may present. 

Arrangements should be in place to provide additional information for those consumers who request it before 
they make a deasion to purchase 
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j 2323 7617 
! 2323 3841 

2337 8499, 2337 8561 
2337 8626,2337 9120 



260 3843 
! 260 9285 



2254 1216,2254 1442 
2254 2519,2254 2315 

2832 9295, 2832 7858 
2832 7891,2832 7892 



Branches AHMEDABAD BANGALORE BHOPAL. BHUBANESHWAR. COIMBATORE. FARIDABAD. 

GHAZIABAD GUWAHATI HYDERABAD. JAIPUR KANPUR LUCKNOW NAGPUR. 
PARWANOO PATNA PUNE RAJKOTTHIRUVANANTHAPURAM.VISAKHAPATNAM. 
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